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ABSTRACT 
 
This bachelor thesis deals with market research for a new product: 
Klaimber-chair. In order to commercialize completely a new innovation, 
the commissioning company wanted to know the opinions of potential 
buyers. The work was done in collaboration with Kailamed Oy and Camp 
Mobility which is responsible for product sales and marketing.  
 
The research work was carried out as a quantitative study, in two different 
part and two different surveys. The study was based on an analysis of the 
large number of respondents and their responses. The first survey was 
conducted by -email among the carers in the Spring of 2019, where 68 
responses were received. The second survey was conducted at a 
commercial exhibition “Apuväline2019” with professionals of assistive 
devices, where 120 responses were received. The data collection method 
in both of questionnaires was done using an Internet based Webropol 
survey link. Kailamed Oy wants to keep the research background material 
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1 INTRODUCTION 
This thesis includes market research for a new product that has been 
carried out for a company named is Kailamed Oy. The company does not 
want to publish all the results of the background material.    
1.1 Background of the research 
 
The researcher, as a bachelor-student, was given the opportunity to do and 
divide an extensive market research work into two different parts and 
phases when the research question, subject and collaborative enterprise 
remained the same. The first part was made into a Mini Thesis in the Spring 
2019 and the second part of survey in the Autumn of 2019, the final 
research work was completed during the Spring 2020.  
 
The researcher managed to find an interesting subject for a research. The 
topic was a new innovative product that has been developed based on 
customer insights. The business sector of healthcare – assistive devices, 
was also familiar.  
 
The research did not focus on the productization of a new product, only 
but to find out the opinions of potential buyers in order to commercialize 
the product.  
 
Moreover, the product was considered to have the markets, because the 
population is aging at an accelerating pace and solutions for the 
independent survival of the living environment are increasingly needed. 
According to Statistics Finland´s demographic statistics, at the end of 2019 
there were a total of 874.314 persons aged 70 and over in Finland. The 
number of people over the age of 70 has increased by 100.000 in three 
years (Findicator, 2020).  
 
According to the Finnish Institute for Health and Welfare (2012) statistics, 
one in three people over the age of 65 and one in two people over the age 
of 80 falls at least once a year. A person who has previously fallen is 
significantly prone to a new fall, and almost everyone living in a care home 
that provides some form of care has a higher than usual or even 
particularly high susceptibility to falling. The susceptibility to falling 
increases as mobility increases and the need for care increases. By 2060, 
the number of people over the age of 65 is projected to grow from the 
current nearly one million to 1.79 million in Finland.   
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1.2 Research method and data collection 
 
The research method used was a quantitative method and an empirical 
research which was carried out to questionnaires with two different target 
groups: to consumer markets and organizational markets. The quantitative 
method was justified because the number of respondents were big, and 
the numerical answers were a lot. The response times in both surveys were 
also short. In the second survey, the exhibition visitors were also many in 
a short time. The main goal of the whole research was to get numerical 
opinion answers from as many people as possible. 
 
The subscriber of research was interested in the opinions of two consumer 
markets (Questionnaire1, appendix 2) especially “Carers” which are known 
as the potential buyers of this furniture, in the private sector. The 
organizations for the carers Network Finland (2020) define a carer as 
follows “A carer is a person who provides care for a family member or a 
loved one who is unable to cope with everyday activities independently 
because of illness, disability or some other special care”. In Finland there 
are 1.25 million people who helps their family member or loved one”.  
Since there was an opportunity to do another survey as well, the subscriber 
wanted to know the opinions of the organization customer´s about the 
product as well. The organizational customers (Questtionaire2, appendix 
4) which in this case were physiotherapists of Health Care centers and 
Hospitals play a decisive role in Finnish healthcare when procuring 
assistive devices for citizens funded by society.  
 
The first questionnaire and cover letter to the carers was sent by email in 
Spring 2019. The letter included a Webropol Internet-link. Because the 
product was still in the development stage, there were not real the 
pictures or video about the functionality of the product, observational 
images and simple text were used in the questionnaire.  
 
The second questionnaire was conducted to professionals of Assistive 
technology and accessibility Fair, in Autumn 2019.  The first model product 
and brochure were completed at the fair. After the product 
demonstration, visitors were asked to fill out the survey´s via Webropol 
internet-link by mobile devices. 
 
The aim of the researcher was to produce a well-executed market research 
that the company could use also promotional material for both their 
domestic and foreign distributors. 
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1.3 Research subject and question 
 
The research focused on a new innovative, multifunctional furniture a 
“Klaimber-chair”. The chair lifts a person up quickly from the floor, alone 
or with an assistant if needed. Electricity is not needed. The product is 
suitable for different environments and uses. Its furniture-like design helps 
it blend in with home furnishing as well as complement healthcare 
facilities. It is a chair which becomes an assistive device only when needed. 
The chair´s functionality supports independent and safely living at home 
with people who have limited physical abilities (picture 1). It can be used 
alone or with an assistant: getting up & seated from the floor happens with 
a gentle motion of the middle body. The product supports and assists also 
the demanding tasks of caregivers. (Kailamed, 2019). 
 
The company has manufactured the first models of the product for the 
Apuväline2019-fair. The patent has been granted and published on the 15 
February 2019 (Finnish Patent and Registration office, 2019). 
 
 
 
Figure 1. Klaimber-chair (Kailamed, 2019) 
 
The research problem and question were defined together with the 
management of the company, Kailamed Oy. Is there a commercial demand 
for a new innovative product developed by the company? What do the 
target groups think about the product and its functionality for its intended 
use? 
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The task of this research was to find out the answer to the research 
question:  
 
“What is the opinion of potential buyers towards the new functional 
furniture Klaimber-chair”? 
1.4 Company 
Kailamed Oy is Finnish a new healthcare company that has focused to 
design and develop new products especially for the assistive device 
industry. The company have founded in 2018. The company is backed by a 
group of people with long experience working in this business area, as the 
company itself states, with “100 years of experience” (Kailamed, 2019).  
 
The company mission is that as many people as possible can live their lives 
independently and with equality, even when their physical ability to move 
is weakened or limited. That why they design and manufacture assistive 
utilities that support independent living at home. The ultimate purpose of 
company products is to promote human self-determination, 
independence, and the ability to be independent of others in situations 
where it would often not otherwise be possible (Kailamed, 2019).  
 
2 THEORETICAL FRAMEWORK  
This section introduces shortly about markets, the research methodology 
and data collection process in more detail. Section 2.1 compares the 
differences between marketing research and market research. In both 
research the data collection methods are quite the similar and the 
difference is the only implementations of the collected and analyzed data. 
Section 2.2 presents the marketing research process.   
2.1 About markets 
 
The market consists of number of potential buyers of the product. A 
common factor for all purchasers is a need that can only be met by 
exchange relationships. The size of the market depends on the number of 
buyers who need the product or service (Kotler & Armstrong 2004, p. 10).  
 
Efforts are made to understand customer in order to find out their 
intention to purchase. This gives the seller an advantage over its 
competitors. Customer relationship management provides more 
information to enhance sales and marketing efficiency. In practice, this 
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means that customers´ buying behavior can be better identified 
(Mäntyneva, 2001, p. 84).  
 
A good customer knowledge can be used as a basis for designing customer 
concepts, where the company creates processes for how deliveries are 
delivered to the customer. In customer concepts, customers are grouped 
based on the values and expectations they the value and different 
customer types are defined. It is also important to understand the 
customer´s purchasing and decision-making processes, the basis of which 
one can anticipate i.e be one step ahead of the customer´s needs. In this 
way, a unique offer can also be created to meet customer needs beyond 
expectations (Storbacka at al., 2001, p.26-28).   
 
2.2 Market research vs Marketing research 
 
According to Kotler (2003, p.128-129) market research collect and analyze 
information about marketing programs, competitors and customers. 
Marketing research is a measure which collecting and analyzing 
information from advertising, marketing or image. The marketing research 
involves fact-finding, model building and analysis which improves 
marketing of goods and services. The difference between marketing 
research and market research is the purpose of the collected and analyzed 
data. The marketing research target to compare the effects of the 
measures than market research tries to understand the market itself and 
the facts in it. It helps to find out about market conditions and theirs 
changes. Ghauri and Gronhaug (2005 p. 29) see the market research 
process in a slightly different way. According to they, research is seen as a 
process in which a set of activities develops and opens up over time. 
Research takes time and requires attention and information and change 
over time. The research process can be divided into different stages and 
each stage has its own role.  
 
The Esomar (2007, p. 37) describes that market research is a way to study 
and answer questions about human behavior and its key role in an 
organization is to provide reliable evidence to help managers take better 
decisions (Esomar 2007, p. 37).  
 
Klein´s (n.d) picture below illustrated on the marketing and market 
research differences well. These are defined with so much overlap that 
either one can be comfortably use in practice. One person describes 
market research as a subset of marketing research, while another says just 
the opposite.  
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Figure 2. Market Research vs Marketing Research What´s the difference? 
(Klein n.d.) 
2.3 Market research process  
 
This market research process used both Kotler´s (2009, p. 131) six-step and 
Burns & Bush´s (2010, p. 50) 11-step model and was carried out as a market 
research.  Its collected and analyzed opinions of customers. 
 
According to Kotler (2009, p. 131) effective marketing research has the six 
steps:  
 
1. Define the problem  
The first step is to define the research problem and objectives. When 
defining a research problem, it should not be limited to being too narrow, 
or too broad. Too strict a delineation may exclude something essential 
from the research. If collect too much data, it produces too much raw data 
to process, which in turn slows down the process (Kotler 2003, p. 128-129)  
 
2. Develop the research plan  
The second step develops a research plan. It is important to evaluate and 
plan the most efficient way to gather information. The cost estimate of the 
research is made in this step. When making a research plan, it should 
include multidisciplinary decision-making regarding information sources, 
research view base, research methods, tools to be used and contact 
methods of the research subjects (Kotler 2003, p.128-129). 
 
3. Collect the information  
The third step is the process is to perform the actual data collection.  
Data collection processes are discussed in more detail in section 1.2  
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4. Analyze the information 
The fourth step focuses on going through the data collected. The data is 
extracted and analyzed. From the raw data, tables are created to facilitate 
interpretation and the data required for that research, such as means, 
standard deviation, and response rate, are calculated (Kotler 2003 p. 128-
129)  
  
5. Present the finding  
The fifth step in marketing research is to present relevant results to those 
responsible for the company´s marketing, for example. This will lead to 
either further clarification or point six, decision making. (Kotler 2003 p. 
128-129). 
 
6. Make the decision.  
The company´s marketing managers make marketing decisions based on 
the results. 
 
According Burns & Bush (2010, p. 50) model of 11 steps gives enough 
information without being too detailed. To this research utilized both of 
these models. Sections 1, 7 and 11 were utilized from the Burns & Bush 
model. 
 
1. Establish the need for marketing research  
The need for this research arose through the thesis for which the research. 
2. Define the problem  
3. Establish research objectives  
4. Determine research design  
5. Identify information types and sources  
6. Determine methods of accessing data  
7. Design data collection forms  
Section 3.6. discusses in more detail why Internet-survey was chosen to 
this research data collection method. 
8. Determine sample plan and size 
9. Collect data  
10. Analyze data  
11. Prepare and present the final research report.  
But there is no one right way to do marketing or market research process, 
sometimes defining the problem, collecting, analyzing data and presenting 
the results is enough.  
2.4 Traditional Market Research vs. Deep Customer Insights 
 
Deep Customer Insights are of importance meaning in this research.  There 
are two person behind the development idea of the product under 
research, one of whom is a person who, due to her illness, had to solve 
everyday challenges at an early stage with the help of inventive solutions; 
How to get up from the floor to the chair without using legs and arms? This 
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idea of woman was the seed for the product under research. Other of the 
developers, has a health care professional background, physiotherapist, 
and a will to come up with solutions so that as many people as possible 
could live independent, lives on an equal footing with others (Kailamed, 
2020).  
 
Straker, Wrigley and Bucolo´s article (2013, p. 1-2) "Comparing and 
Complementing Methods: Traditional market research vs. deep customer 
insights” explores traditional market research methods and to compare it 
to methods used to gain deep customer insights. The most of new products 
fail in the market because customer needs and desires because do not 
come true. It is important to integrate customer itself into the new product 
development. In the article, Zaltman proposes that leaders need to use 
methods from different disciplines to understand the customer´s deeper 
thoughts and feelings in order to clearly understand the why and what of 
customer is thinking. For that reason, marketers need methods that go 
beyond what the customer can easily explain. The marketers tend to prefer 
not to participate in customers emotion or choose the wrong way to ease 
of use. 
 
Deep customer insights are seen as an intimate shared understanding of 
the spoken current and future needs of the customer.  Because customers 
play an important role in the development of products, they cannot be 
seen only as a source of information, as also a contributor with knowledge 
and skills. The active consumers in the development process bring ideas 
that are significantly more innovative than those generated through 
traditional market research ways. A way to disclose deep customer insights 
is not to ask how, what and where, but the why. A design-based innovation 
method aims to help businesses successfully innovate, differentiate and 
compete in a marketplace. It is broadly defined as an approach which 
allows a company to consider and evaluate radically new proposals from 
multiple perspectives, typically user needs, business requirements and 
technology requirements in mind. The key to a design-based innovation 
approach is the ability to build deep customer insights through a deeper 
understanding of customer meaning and value, rather than being driven 
by user requirements. (Straker et al. 2013, p. 4). 
 
Deep customer insight methods offer fresh ways to understand customer 
needs, problems and behaviours that can become the foundation of a new 
business opportunity. The key approach of deep customer insight methods 
shifts through customer observation and survey to building empathy and 
an understanding, leading to opportunities that transcend operational 
capacity. (Straker et al. 2013, p. 11). 
 
In this research, specially a survey to consumers (carers) to sought to gain 
deep customer insights, that could be utilized in the final stage on product 
development and which had been overlooked by developers.   
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3 THE PRACTICAL RESEARCH 
3.1 Assistive Technology Services in Finland 
 
In this research, it is essential to understand the laws, regulations and 
operational level, related to Finnish healthcare devices and services, as it 
is closely related to the business of assistive technology in Finland. This 
also helps to understand why certain market segments have been chosen 
for this target groups.  
 
Assistive devices are part of rehabilitation services, which means that the 
residents can use to assistive device free of charge if the criteria are met. 
Municipalities have the main responsibility for organizing assistive 
technology services. Healthcare is responsible for medical rehabilitation 
services of assistive devices. The municipal social work can provide support 
for housing alterations and the purchase of equipment and tools belonging 
to the housing. In addition, the Social Insurance Institution of Finland, the 
education service, employment pension and insurance institutions, the 
employment administration and the State treasury each participate in the 
publishing of assistive technology services according to their respective 
areas of responsibility (Finnish institute for health and welfare, 2019) and 
increasingly also the private consumer itself.  
 
In Finland, regional assistive devices centers have been established in 
several hospital districts, which are responsible for assistive services in 
both primary health care and specialty care. Responsibility for assistive 
devices related to demanding assistive service rests with the assistive 
centers of the hospital districts. Such aids include, for example, expensive 
electric wheelchairs and environmental management aids, etc. Locally 
implemented primary health care aid services are often implemented as 
part of the activities of occupational and physiotherapy units (Finnish 
institute for health and welfare, 2019). In the several groups of assistive 
devices in the hospital districts, a contract supplier has been selected on 
the basis of a tender. The agreements are binding and cannot be derogated 
from without good reason. The assistive devices center procures primarily 
form the contract supplier. Thus, the success of a product in a competitive 
success is an important vital condition for suppliers (Government, 2018).  
 
In this industry has long shown that the part of private sector customers is 
expected to increase as the population ages and the need grows. 
Correspondingly, municipal allocations for free loan devices and services 
will decrease because the money is not enough. The user of assistive 
devices must increasingly acquire the devices themselves. As a result, the 
business company need to develop their own methods of financing in 
order to be able to meet future demand from the private sector, for 
example, to renting and leasing in different product ranges.  
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3.2 Market segmentation 
 
In connection with this research it is also good to look at market segments. 
Another target group of this research is healthcare organizational market 
where the opinion leaders and influencers are very common and 
important of sales actions. The customer market is another important 
target group whose share is growing in this marketplace.  
 
Fill & Fill (2005, p. 50-51) writes that segmentation means generally 
identifying common characteristics of a mass market and sharing 
customers into smaller segments based on different needs that customers 
in different groups possess. After that is to select the segments that appear 
to represent the strongest marketing opportunities within the resources 
available in the company. Considering the Pareto principle, where 80 
percent of profits come from 20 percent of customers, there is a good for 
segmenting the market and creating tailor-made marketing tools. Instead 
of trying to reach the entire market as a whole, should choose a submarket 
and concentrate different activities on in order to improve productivity. 
This approach is more customer-orientated and leads to better targeting.  
 
According to Pulkkinen (2003, p. 76) creative market segmentation is a 
lifeline for small businesses. The company should focus on measures or 
areas for which it has special conditions, and which are valued by its 
customers.  The company must choose the segments that have the most 
promising growth and return expectations and that best suit its own goals.  
 
As the product under investigation was completely new and it was not yet 
entirely certain what customers thought of it, the market segments of the 
surveys were defined with the client as groups of potential buyers, how 
customers behave in relation to the product; health care supply channels 
and private consumers. Those who were considered to have a need for the 
product, or those who were in the position of a recommender.  
 
This was also the case with benefit segmentation, the basic idea of which 
is that consumers buy above all benefits. Effective benefit segmentation is 
when the product under study has clearly different properties and they are 
not base on apparent differentiation (Anttila & Iltanen, 2004, p. 106). 
 
Moore & Pareek (2006, p. 144-15) emphasize images. People tend to form 
so-called product ladders in their minds, where different products are 
ranked. Once a product has reached its position at the top of the stars, it 
is particularly difficult to replace it with another product. However, the 
company itself an actively influence the formation of desired images by 
means of positioning. The aim of this research was also to find out the 
image of the product. At the time of the first survey, the product was still 
under product development and respondents had the opportunity to give 
the opinion on the design of the products as well. The product was also 
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intended to be furniture suitable for the living environment as a tool that 
looks like an aid.  
 
Many companies manufacture the products for both the organizational 
and consumer markets. Even completely identical products can be made 
for both groups. However, groups acquire and use products in different 
ways and for different purposes, so marketing is also different for both 
groups (Hutt & Seph, 2007, p. 5).  
 
Organizations makes purchases to achieve the goals they have set for 
themselves. The consumer market comprises private buyers and 
households who buy products for themselves for private use and are thus 
end users of the products (Bergström & Leppänen, 2004, p. 55). 
3.2.1 Consumer market 
According to Rope (2005, p. 74) the consumer market consists of a market 
consisting of individual consumers, in which the consumer´s purchasing 
decision emphasize.  Often in the consumer market, the purchase decision 
is a co-decision. As here research, the carer and those who he/she takes 
cares for, will also make a joint purchase decision. The carer in this 
research are classified as consumer market because the purchaser of the 
product is a consumer, not the organization.  
3.2.2 Organization market  
Webster ja Wind (1972) define organizations purchasing activities as a 
decision-making process based on an organization´s need to purchase 
products and services and to identify, evaluate and choose from 
alternative products and providers (Kotler, 2003, p. 215).  
 
The organizational market is divided into three sectors: the public sector, 
the commercial and the non-profit organizations. The public sector 
organizations are state and municipal offices, as well as community service 
institutions, such as schools, hospitals and healthcare centers. Commercial 
organizations operating in the corporate sector. Non-profit organizations 
are organizations, associations and event organizations which do not 
produce or seek to make a profit. Another way is to divide the 
organizational market into consumer corporate, retailer and community 
markets (Rope, 1998, p. 13; Bergström & Leppänen, 2004, p. 55)  
 
The main differences between the consumer and organizational markets 
are, in addition to the emphasis on the purchasing motive in the 
organizational market 1) the complexity and stage of the organizational 
purchasing process compared to the personal purchasing process 2) the 
professionalism of purchasing in the organizational market compared to 
unplanned purchasing in the consumer market. There are fewer sellers and 
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potential customers in the organizational market than in the consumer 
market (Rope, 2005, p. 60-61).  
 
In purchasing organization, several people in different roles may be 
involved in the purchasing process at different stage of the purchase. As in 
the consumer market, there are so-called opinion leaders and influencers 
in the organizational market, whose attitudes and opinions influence the 
final decision (Rubanovitsch & Aalto, 2007, p.18).  
3.3 Quantitative method 
 
Quantitative research is a methodological trend in scientific research 
based on the description and interpretation of an object using statistics 
and numbers. The purpose of quantitative research is to either map, 
describe, explain, compare or predict things. (Creswell, 2003 p. 108-113). 
Research activities can be divided into empirical and theoretical research. 
The forms of empirical research are qualitative and quantitative research 
(Heikkilä, 2014, p. 6).  
 
The quantitative research is a method that gives an overview of the 
relationships and differences between the properties to be measured. The 
indicator is a tool for obtaining quantitative information about the subject 
under research. The quantitative method answers to questions What? 
Where? How much? How often? It is a numerically large and 
representative sample. The typical data collection indicator for 
quantitative research are surveys; internet surveys, structured interviews, 
telephone interviews (Heikkilä, 2014, p. 6). For example, in this research, 
the background question “What is your gender?” has been transformed 
into a measurable form: female, male, other sexual.  
 
The phenomenon describes the basis of numerical information and the 
data collection is usually based on survey forms in which the answer 
options have been completed. The quantitative method uses as the client 
and researcher have agreed that precise information is needed (Burns & 
Bush, 2010, p. 235). According to Vilkan (2006, p. 17) the recommended 
minimum number of responses is 100 when statistical methods are used 
in the survey. The larger sample, the better realized the sample represents 
the average opinion of the population on the topic survey. 
3.4 Likert scale 
American social scientist Rensis Likert developed the Likert scale in 1932.  
Likert 5-point scale are popular because they are one of the most reliable 
ways and to measure attitudes, perceptions and opinions in which 
respondents are asked to indicate their degree of agreement of 
disagreement on a symmetric agree or disagree scale for each of a series 
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of statements (Burns & Bush 2010, p.312). A survey scale includes a set of 
answer opinions, usually 5-7, which can be numeric or verbal that cover a 
range of opinions on a topic. It is always a closed-ended question that 
presents respondents with pre-populated reply choices.  (Survey Monkey, 
2020).  
 
Likert scale is well suited for conducting market research because the 
questions provides more detailed feedback about the product like was it 
just “good enough” or “excellent”. In this research was ended up using a 
scale of 4 points scale which is the most common in Finland. Another 
reason was that the options of response in this model was ready, the 
survey was quick to fill in, and that way was to gets more replies.  
3.5 Questionnaire  
 
The questionnaire was conducted Webropol platform which is domestic, 
fast and versatile survey and reporting tool (Webropol, 2019). Most of the 
questions was formulated on the Likert 4-stage scale which is most 
common used in Finland. The new product questionnaire templates 
(Survey Monkey, 2019) sought clues as to how it would be wise to draft 
the questions. There were made easy to understand and the functionality 
of the product was illustrated with a series of pictures and captions. The 
questionnaire was made with Finnish language because the target group 
was Finnish speaking population.  
 
The reasons that the questions translated into this report was that the 
translation should have been done to Webropol application before closing 
the questionnaire link. Unfortunately, this was noticed too late.  
 
The age of the respondents was taken into as designing the form and the 
questions were formulated as clearly as possible to avoid 
misunderstandings.  To illustrate the functionality, the company prepared 
a series of images of the operation of the product.  
 
The original purpose was to receive e-mail addresses of local associations 
(69 offices around Finland) from Carer Finland centrally.  However, that 
have not been succeed and the emails of the chairmen of the regional 
organizations were searched from internet. The Carer Finland had also 
made a decision of principle that local associations allowed to make an 
independent decision either participate in such research yes or not. The 
questionnaire with cover letter was distributed to the chairmen of the local 
associations to them, who had an email. Not everyone had. It must be 
noted that the chairmen of the organizations were, on average, very old 
and the IT tools or programs were not self-evident to them.  
 
A cover letter (Appendix 1) and questionnaire (Appendix 2) were sent by 
emails to Associations of Carers Finland by public internet link and the 
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answers received by anonymously. There is no information how many of 
local association sent a link to its members. Some the chairman of 
associations and members were without email address. When it was found 
that not everyone had an email, the survey would have been sent by letter, 
but it would have taken several weeks more time and letter mail to incur 
costs. This was not started due to lack of time.  
 
The cover letter asked the chairman to share a questionnaire link with 
cover words to its members of association. Responses was collected and 
processed anonymously. The survey was sent only once, and the 
researcher does not know how many forwarded the survey link.  
3.6 Internet – online survey 
 
The first online commercial surveys being conducted in the mid 1990s 
(Comley, 1996) and now these areas have grown from nothing to dominate 
data collection in many of the main worldwide research markets. The main 
reasons for rapid growth are cost, speed and quality (Esomar 2007 p. 401-
402).  
 
As well in this research, the Internet survey was identified as the best data-
collection method. The surveys were conducted under the University of 
applied sciences Webropol license and did not incur any cost to the 
research. In this way the answering was quick, and the respondent did not 
have to spend 2-3 minutes longer to give his/her answer. By Webropol 
application can create right away a high-quality report and analyses  
 
Webropol is a domestic family business. The company has subsidiaries in 
the UK, Germany and Sweden (Webropol, 2020). Due to lack of time, the 
researcher´s familiarity with the program remained somewhat superficial 
but the program was easy to use and greatly facilitated surveying, 
reporting and analysis.  
4 RESULTS AND ANALYSES 
The response rate is difficult to determine because it is not known how 
many carers received the email. The forwarding of e-mails remained a 
decision of the chairmen of the Associations of Carer. According to the 
monitoring statistics provided by Webropol, 83% of those who opened the 
survey answered the survey. The translation of the study from Finnish into 
English was no successful in Webropol after closing the link, the questions 
have been translated into this section. The questionnaires in Finnish can 
be found in the appendices. 
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4.1 The results of the Survey 1 Carers (consumer market) 
The first questionnaire (appendix 2) to carers was conducted as part of 
Mini Thesis research in Spring 2019. The questionnaire was open to 
respondents 14 days, from 15th April to 28th April 2019. The survey´s time 
of response was about 2-3 minutes. The survey included 15 questions: four 
background questions, eleven research questions with two open 
questions. Total responses were received 68.  
 
 
1. What is your gender?  
 
 
 
69% of the respondents were women and men were 31%. The gender 
distribution of respondent corresponds to the general line of the 
nationwide gender of Carers.  
 
2. What age of range do you belong to? 
 
 
 
More than 77% of respondents are between 61 and 80 years of age.  
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3. Who you are? 
 
 
 
The third question finds out the status of the person, who really 
answered. 77% were carers themselves. It should be noted that the 
decision of purchase a product is therefore general made by a carer with 
the person cared for.  
 
4. Have you had fall overs in your home environment where you or 
another person has not been able to get up from the floor?  
 
 
 
 
 
The fourth background question sought to find out if there had already 
been any falls over happened at home. There were a surprising number 
of Yes-replies a total of 79%. This answer is very descriptive of the market 
situation for consumers.  
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5. Did you broadly understand the functionality of the chair from the 
series of pictures?  
 
 
Figure 3. Picture of series Klaimber-chair. (Kailamed, 2019) 
 
 
The fifth question was very important for the whole research because the 
Yes-answers given helped the research succeed. Using the series of image 
above, the principle of functionality of the product was described to the 
respondents which was well understood based on the answers. Yes-96%, 
Maybe-4% 
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6. What was your first reaction to the product presented to the series of 
pictures?    
 
 
 
There were Positively surprised 54% and Wanted to know more 30%, 
Confused 13% and did not make any reaction 3%.  
 
7. Is the chair that kind of product what you think you could need 
survive at home?   
 
 
 
 
Absolutely needed 12%, Needed 29%, Probably not needed 46%, Not 
needed 13%. In this question, it should be noted the answer was 
supported only by survey´s a series of pictures, the product not available. 
The most of respondent were the cares themselves, not the person being 
cared for. The question might have been inaccurate and inconsistent in 
that sense. Nevertheless, 41 % respondents felt the need for the product.   
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8. Did the functionality of the product affected reaction that you could 
use it?   
 
 
 
Although, the respondents only saw a series of pictures of the product, 
87 percent of them thought they could use it. The series of pictures can 
be said to have been good and successful and the customers understood 
the idea of the function. 
 
9. How important the price of the product is to you, if it would be 
available?   
 
 
 
The price was significant for 90% of respondents; Money matters a lot 43%, 
Money matters somewhat 47%, money doesn´t matter much 10%, Money 
does no matter 0%. This shows that the price should not be too expensive, 
and the company should offer different financing options to buy the 
product so that everyone has the opportunity to buy it.  
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10. If the product would be available today, would you buy the product?  
  
 
 
The willingness to buy the product was about 18 %. Maybe 43%. Not 
would buy was 38%. Based on the series of the picture only, the 
respondents were not very happy to buy the product. 
 
11. Describe on your own words what you liked the most about this 
product?   
 
A total of 46 interesting written responses were received of the open 
question. All different answers can be found from the report of Finnish 
version (Appendix 3 which is confidential background material that was 
not published).  
 
- New good functionality  
- Good idea 
- Apparently light and easy to use 
- The operation seems simple, but I would like to test 
- Convenient that makes the disabled active 
- Seemed easy 
- Brings relief to independent ascension without assistant and 
electricity 
- Mechanical with no need for electricity 
 
12. Describe in your own words what you did not liked in this product?   
39 respondents gave a verbal description.   
 
All answers can be found from the report of Finnish version, which is 
confidential background material that was not published. 
 
Here a couple of the most common of Not-liked answers: 
- If able to move to the chair if alone 
- I believe in the idea unless price is an obstacle 
- Is supportive, not suitable for everyone 
- Difficult to say, should be to test 
- Is not suitable for the if has a memory impaired  
- Uncertainty about the functionality of the device, should be testing  
21 
 
 
 
13. Did you like the design and appearance of the chair so that you would 
like it as a furniture?  
 
 
Yes 31%, Little 22%, Cannot say 40 %, No 7%. In this should be 
remembered that available was only series of the picture, no photos 
or products brochures or product. 
 
14. Would you like to test the chair in practice?   
 
 
 
Yes 25%, Maybe-40% total 65% of those interested wanted to test the 
product.  
 
15. How likely would you tell about this functional chair to your friends or 
acquaintances?  
 
 
Over 91%, Very likely and Probably, will recommend the product forward. 
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4.2 Summary of the Survey 1 - Carers 
 
 
Afterwards, it can be said that the timeline of survey 1. to carers, was too 
tight. The interval between sending and receiving responses was 14 days. 
Sending a reminder message could have increased the number of 
responses. If the survey had been mailed by letter to those who did not 
have an email address, it could also have increased the number of 
responses. However, it would have been a cost and have taken more time.  
However, the survey was well target and the results gave enough amount 
of answers that can describe of carers opinion to the research question.  
 
The most of respondents were elderly women, 61-80 years of age. 
According Finnish Government (2017, 11) statistics, the amount of carers 
in 2017 were 46.132 person, from which over 65 years were 58%. A carer 
is more often a woman, with about 70% of all being women. So, the result 
follows the general line of the country´s statistics.  
 
With the background question was used to find out the number of people 
who fell over at home who cannot get up themselves. It appears to be a 
very high amount 79%. As in section 1.1. states, according the Finnish 
institute for health and welfare statistics (2012) indicates one in three 
people over the age of 65 and one in two people over the age of 80 falls 
over at least once a year. However, the results of this research give the 
impression that there are currently more falls in the living environment. It 
would be good to compare these facts in more depth. 
 
A series of pictures was very important for the survey because it helped 
the respondents to understand the operation of the product. If there had 
been a lot of dispersion in this question the whole research would have 
remained unreliable. That was not happen, 96 % understood the operation 
of the product, and 4% answered maybe. 
 
The new product was positive surprise for most of the respondents. Almost 
half respondents think that they need the product to survive in living at 
home. In these questions were some dispersion. The replies were only 
given into the basis of a series of images. Uncertainty is understandable, 
because the respondents wanted to get to test the product.   
 
There seemed to be a contradiction between questions 4 and 7. The 
question maybe had been misunderstood, so it should have been clearer. 
The price of the product had important and some answered that it would 
be good to belong of the borrowed assistive devices of healthcare. 
However, about 43% of respondent consider to buying it. About half (53%) 
of respondents liked the design of the product, although a good photo or 
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brochure was not available. 65% of respondents wanted to test the new 
product in practice. This describes the interest in the product and it also 
became apparent from the open questions which comments were as 
follows: does the product really work? sustainability? functionality? ability 
to use? dimensioning of the product.  
 
The question of product design apparently did not open up very well to 
respondents as there was a lot of dispersion in the responses.  
 
The answers to open-ended questions, 11 and 12, were useful opinions to 
complete the product development, that reflected customers deep 
customer insight of the potential use of the product.  
 
4.3 The results of Survey 2 Professionals (organizational markets) 
 
The survey for healthcare assistive technology professionals was 
conducted also as the Webropol on-line survey at the trade fair on the 7-
9th. November 2019.  
 
The Assistive technology and accessibility Fair which takes place every 
other autumn, brings together Finland´s largest selection of aids and 
information about their possibilities. The aid fair is a concise information 
package for healthcare and rehabilitation professionals as well as for the 
users of the aids themselves. At the fair-2019 visited about 14.000 visitors 
and 200 exhibitors (Expomark, 2019).  
 
The questionnaire included 10 questions. At the exhibition stand, the 
survey was conducted on three different days for a total of 16 hours. On 
the last day, unfortunately, had only two hours to ask because the 
software developer Webropol application unexpectedly started the 
software updating. The survey link did not work at those time. However, 
the replies received a good amount, a total 120. 
 
A representative of the company presented the product at the stand and 
the researcher collected responses from visitors after demonstrated. The 
product showroom was located next to the department´s own Café-bar, 
which proved to be a good place. There was a coffee queue all the time 
and people had time to fill out a questionnaire via the internet link. Almost 
everyone responded, who had time to answer. There were two mobile 
devices through which the survey link was answered. Occasionally there 
was congestion but there was time to wait in the coffee queue.    
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1. I am 
 
Healthcare professional 66%, Student 13%, User 7% Procurement 
professional 2%, other 8%. 
 
 
 
 
The first question was the background question to find out the 
professional background of the respondent to ensure that the right target 
group had really been reached. 66% were healthcare professional and 
13% students - future professionals, and procurement professional was 
2%, so the target group could be said to have reached at 81%. 
 
2. What was your first reaction to the product? 
 
The second question sought to find out the reaction of a new innovation 
product. 58% of respondents were positively surprised and 42% thought 
it aroused some interest. The product thus aroused interest. 
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3. Do you see the product bring benefits to lifting situations in terms of 
assistant ergonomics?  
 
99 % was considered to help the assistant in her or his ergonomics. 
 
 
 
 
 
 
 
 
4. Do you think that the functionality of the product seems to allow a 
person with a certain sitting posture ability to lift themselves up with 
it? 
 
 
Yes - 64%, Maybe - 33%, Cannot say 2%, No - 1%. 
The fourth question wanted opinions of functionality. Yes-answers was 
64% but the amount of Maybe-answers was quite high 33%. It could be 
influenced by the fact that the customer did not have the opportunity to 
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test the product himself/herself on this occasion, because the product´s 
safety testing was missing. 
 
5. How do you assess the suitability of the product for its intended use? 
 
 
 
 
Suitable 40%, Probably suitable 57%, I cannot say 3%, No 0%. A total of 
97 % consider the product to be suitable or probably suitable for its 
intended use. As above, these responses may also have been influenced 
by the fact that the customer was not able to test the product in practice.  
 
 
 
6. Which supply channel would you see this product belong to?  
 
 
 
Healthcare loan office 33%, Social service 10%, Disability 29%, Own 
acquisition 24%, other 4%. 
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The sixth question was very relevant for this completely the new product 
research because in Finnish healthcare customers have to the opportunity 
to borrow certain aids from their own health center or hospital. The most 
of respondents see that Health care´s loan office 33% and Disability 
services 30% would be the right channel. It was a good thing to note that 
the share of self-contributors 24% were also seen as significant channel. 
This shows that the choice of the customer market group of the research 
has also hit the right one. It is also worth noting that in some municipalities, 
social and disability services are linked, in other words, their share would 
be 39 % in total. The service houses and associations of housing were also 
proposed to channel of procurement. This was also evident in customer 
conversations as some customers saw that there should be such a this 
chair on each floor of the service housing that can be moved quickly to 
help a person who has fallen into an apartment if necessary and help does 
not have to wait too long.   
 
7. Do you think the product would support home service emergency 
situations where a fallen over person is being assisted?  
 
 
 
The question sought the opinion of professionals as to whether they 
consider the product to be a saw in relation to home service on-call 
situations. As the answers shows, the majority; Yes-66% and Maybe 27% 
saws the benefits. 
 
 
8. How would you rate the price if you were purchase the product 
yourself?  
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Suitable 37%, Expensive 35%, cannot say 20% and money doesn´t matter 
said 8% if the need is. The trade show offer was 1850 euros include VAT 
24%. About the 37% of professionals considered the price suitable and 
35% expensive. The result shows that in pricing it is good to think about 
the price level and different financing options for the product.  
 
9. Are you aware of cases where a fallen person has not been able to get 
up in their own home environment? 
 
 
 
The high percentage (83%) of this answer expresses the same thing that 
has already been shown in the past customer segment, that there are a lot 
of falls overs happen. 
 
10. Please describe in your own words what you liked or did not liked 
about this product.  
 
This open question received 62 replies. All answers can be found in 
Appendix X of the Finnish version.  
 
It can be said that with the most of responses were favorable; easy to use, 
simple, beautiful, material good, mechanical, good design, good 
innovation, without electricity is good.  
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Did not like -answers were a few which were suggestions for improvement 
to product as metallic sound was a nuisance, the adjustment knob was 
difficult to access for one-handed, the lowering function was missing to 
amputated customers. 
 
4.4 Summary of the Survey 2 - Professionals 
 
The survey of professionals in the Exhibition environment was very hectic 
and concise. It was pleasant to meet the respondents in person and 
exchange thoughts about the new product, the first models of which had 
been brought to the fair for presentation. A survey of professionals did not 
ask the age or gender of the respondents, but it is known that the sector is 
very woman huge.  
 
The second survey reached the professionals as expected. Of the 120 
respondents, 81% indicated that they were professionals or students in the 
field of assistive devices. They are individuals who are directly or indirectly 
involved procurement of aids of healthcare. The number of respondents 
focused on professionals because the first two days of the exhibition were, 
so called, Professionals Day. On User-day, the survey had time to be done 
only two hours until the Webropol online-link stopped working, due to a 
program vendor updating. It does not matter because the goal of the 
survey was to reach just the professionals and their opinions. 
 
This target group was positively surprised for the new innovative product. 
The product was seen to be for beneficial both in terms of the ergonomics 
of the assistant and for the users. It was also considered suitable for its 
intended use. In these, the positive response rates were very high. 
 
When asked the supply channels, there was a deviation for replies. It 
shows the customer do not know, which the product could be purchased 
or whether it is possible to obtain it as a free from loan office of healthcare. 
This was to be expected of professional survey because that totally new 
product has not yet been defined into Assistive products for persons with 
disability Classification and Terminology SFS-EN ISO 9999 (SFS, 2017).  
 
Opinions of price were also given on a wide scale, meaning that it would 
be good for people to have different opportunities to purchase of product. 
The answers to the open-ended question provided a lot of valuable 
information. 
  
Awareness of the number of people who fell over in their living 
environment is high in this survey. There is a clear need for the product.  
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5 RECOMMENDATIONS 
 
The results of research show that there is a demand among the target 
market for a new product whose planning had taken into an account 
advanced of deep customer insight. The target groups were clearly 
interested in mechanical functional furniture that would meet the need for 
independent survival both at home and service houses. Very likely to bring 
also savings to society through a reduction in on-call situations in care 
homes.  
 
After the first survey, the company has made good progress in 
commercializing of the product; the first brochure and video (Kailamed, 
2020) has been published. The first batch of product were completed to 
the fair and it was possible to conduct a second questionnaire. The 
company also got further capital investors whose have enabled to 
complete the R&D of the product.  
 
Both questionnaires asked about falls over in the living environment and 
in both figures were relatively high. This indicates that the product under 
research, in this target groups, to facilitate that independent survival. The 
respondents were much willing to get to test the product in practice. The 
company has already started operational product testing all over the 
Finland. 
 
The findings on pricing should be taken into an account in the marketing 
plan. It would be a good that the product to classified as SFS-EN- ISO 9999 
as soon as possible so that healthcare delivery channels can define it to the 
product range.  
 
The research results which were conducted for well-defined target groups, 
support the marketing of the product. There is a clear demand for the 
product.  
 
It was interesting for the researcher to be involved and followed the 
commercialization of the innovative a new multifunctional chair, which is 
the furniture of Scandinavian style but transforms into the assistive device 
without electricity if necessary. The product´s high-quality and recyclable 
materials, wood and metal, also make it an excellent circular economy 
product and also the product to rental business.  
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6 CONCLUSIONS 
 
The aim of the research work was to produce a market research for a start-
up domestic company to commercialize its first a new product. The aim of 
the research question was to get the opinions of potential buyers about 
the product. The market research carried out provided a research-
acceptable number of opinions from potential customers in order to 
commercialize the product and complete the product development. The 
results of research conducted for clearly defined target groups support the 
product to continue its marketing efforts and show that there is a demand 
for the product.  
 
The researcher see that the work has taught a lot about doing market 
research, to search the reliable theoretical research materials, to learn to 
combine the different methods into own research, to use on-line 
questionnaires, to collect responses and analyzing the data. Also, to lead 
own planning and working. 
 
Overall, the research work was an extensive and challenging process 
because the researcher throughout the thesis process also completed 
other courses related of degree. At the end of the research, to finding 
materials of source became a challenge because the limitations of the 
global pandemic made it difficult to find. Libraries has been closed and the 
acquisition of information had to be limited to e-materials. However, the 
researcher was facilitated by knowledge of the field.  
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COVER LETTER TO CARERES 
 
Appendix 1 
 
In Finnish:  
  
Arvoisa Vastaanottaja,  
  
Hämeen ammattikorkeakoulun opiskelijana teen opinnäytetyönä kyselytutkimusta, jossa halutaan 
selvittää mitä ajatuksia uusi toiminnallinen kaluste, Klaimber-tuoli teissä herättää. Tuolin avulla lattialle 
kaatuneen henkilön on mahdollista nostaa itse itsensä ylös, kun toimintakyky sen sallii. Tuoli on täysin 
mekaaninen ja sähköä ei tarvita. Tutkimuksen toimeksiantaja haluaa tutkimustulosten perusteella 
kehittää tuotettaan vastaamaan käyttäjänsä tarpeita kodin arjessa.  
  
Kyselyä on jaettu Omaishoitaja ja läheiset liiton ry:n yhdistyksien jäsenten sähköposteihin. Vastaukset 
kerätään ja käsitellään anonyymisti. Vastausaikaa on 28.4.2019 asti.  Kiitos, kun käytätte aikaanne 2-3 
minuuttia kestävään kyselyyn. Kyselyyn pääsette tästä linkistä:  
https://link.webropolsurveys.com/S/FECEE55199433ABB   
 Kiitos etukäteen!  
Ystävällisin terveisin  
  
Mervi Jylli  
Bachelor of Business Administration, International Business opiskelija  
HAMK Valkeakoski  
 
 
In English:  
  
Dear Receiver,  
I am a student at Häme University of Applied Sciences. I will do a survey to find out what thoughts a new 
functional furniture the Klaimber chair raises for you. With the help of a chair, it is possible for a person 
who has fallen over to the floor to, lift itself up when the ability allows. The chair is completely 
mechanical and electricity no needed. The results of the survey will be utilized in the company´s product 
development that you would be use it on your future life at home. The questionnaire has been sent to 
members of the Associations of Career by email. The responses will collect and process anonymously. 
The deadline is on the 28th April 2019. Thank you for using your time for a 2-3 minute. You can access 
the survey form this link;  
 https://link.webropolsurveys.com/S/FECEE55199433ABB  
  
Thank you in advance!  
Best regards  
Mervi Jylli  
Barchelor of Business Administration, International Business student  
HAMK Valkeakoski  
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QUESTIONNAIRE 1. TO CARERS 
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